The existence of halal food product which presented in the POP displays of halal product at retail stores become increasingly important for Muslim consumers, particularly Muslim consumers who living in a country where the majority of the population are not Muslim. Consequently, the purpose of this research is to study and try to investigate and also clarify how Muslim consumer's perception toward the variables (safety, religious values, health and exclusivity) of halal food product which presented in the POP displays of halal product influence Muslim consumer's attitude toward halal food product. In this study, the population of the research is the Muslims consumer who lives in Segamat and come from different backgrounds. Which they normally purchase halal food products which is present in the point of purchase displays of halal products at retail stores, especially meat food products or processed food products derived from meat. The results obtained have shown that the entire formulated hypothesis is proven to have positive and significant influence. The data was analysed by SPSS system.
Introduction
As we know, the number of Muslims population in the world is more than 1.3 billion people, and trade in halal products is about 150 billion dollars. Furthermore, the number of Muslims population in the world became more than 1.6 billion people or 23.4% in 2010. Many countries of South Asia, Southeast Asia, the Middle East, and Northern Africa have predominantly Muslim populations. Although only about 15% of India's population is Muslim, it is the second largest Muslim country in the world, after Indonesia. In many countries, halal product certification has become necessary for products to be imported by a country (Regenstein JM, Chaudry MM, 2003) .
Furthermore, from the point of view of consumers, especially Muslim consumers, concern about halal in the secular world or in a region or country that the majority of the population are not Muslims, then it is becoming increasingly important. Muslims around the world practice the religion of Islam. The practice of Islam includes observing dietary laws which come from Islamic teachings. Hence Muslims must remain concerned and consistent with halal food, wherever he or she is located. Whether he is in a region or country where the majority of the population is Muslim or otherwise he is in a community in which majority of the population are not Muslims.
Purpose of study this topic, because of two interesting reasons. First, since the issue of the existence of halal food products which presented in the point of purchase (POP) displays of halal product at retail stores become increasingly important for a Muslim living in a country where the majority of the population are not Muslims. Second, since in general, several small retail stores that exist in a country where the majority of the population are not Muslims, do not give a special place or rack for displaying halal food products, especially meat product and processed food product from the meat. But several retail stores in a medium and large sized already provide a special shelf or called with the point of purchase displays of halal products, particularly for meat product or processed food products derived from meat.
Literature Review

The Concept of Halal Product
Most Muslims refer in the discussion of what is allowed and not allowed (or for that matter, good or bad) to the concepts of halal (Waarden & Dalen, 2010) . The word halal has become quite common things in the Western food industry in the past 2 decades, mainly due to the export of food products to the Middle East and Southeast Asia. The meaning of this Arabic word, "permitted" or "lawful," is very clear. Nevertheless, its practical interpretation may varies it and depends among food importing countries, as does its understanding by companies that produce food. The opposite term of halal is haram, it means forbidden. This dichotomy of opposites is used by most Muslims in deciding whether something is according to Islam or not, and therefore is used in many aspects of life of Muslim (Waarden & Dalen, 2010) . Muslims in the world avoid food and beverages that are haram, meaning not permitted.
Point of Purchase Displays
POP displays of halal products are the materials used in stores and other retails locations to display or place halal products, particularly for meat food products or other processed food products derived from meat which is placed separately to prevent the halal products will be mixed or contaminated with other products that are non-halal with the purpose for the brand promotion and sales and to facilitate Muslim consumers in obtaining the items they want quickly and easily.
2.3
The Theory of Planned Behaviour (TPB)
This study uses the theory of planned behaviour in which the theory is an extension of the Theory of Reasoned Action and is a model that is widely used and supported by researchers who studied the attitudes and behaviour to predict the behaviour consumers. The use of this TPB theory as a theory of the basic foundation to support the relationship between the concept of Muslim consumer's perception toward halal product which presented in the POP displays of halal product on attitudes and purchase intentions of Muslim consumer toward halal pro-duct which presented in the POP display at retail stores.
According to the TPB, "there are three major and important components that influence human behaviour to behave. The components include: attitude, subjective norm and behavioural control. These components provide a guideline to predict human social behaviour". There is also stated that "Conceptualization of TPB presented by Ajzen implies a causal relationship between these four things, namely: beliefs, attitudes, intentions and behaviour".
Perception of Safety
A process in which an individual (Muslim consumers) choose, organize and interpret information about halal food product which presented in POP displays of halal products have a safety aspect, from the side of source or process (Nasir & Chiew, 2010) .
Perception of Religious Values
A process in which an individual (Muslim consumers) choose, organize and interpret information about halal food product which presented in POP displays of halal products have aspects of religious values (Raihana, Haji, & Nasiruddin, 2014 ).
Perception of Health
A process in which an individual (Muslim consumers) choose, organize and interpret information about halal food product which presented in POP displays of halal products have the health aspect (Bonne, 2005) .
Perception of Exclusivity
A process in which an individual (Muslim consumers) choose, organize and interpret information about halal food product which presented in POP displays of halal product is the exclusive product. So that halal food product requires segregation from non-halal products. Efforts of segregation are carried in order to avoid direct contact with haram products, addressing the risks of contamination and ensure that the operation of halal products in accordance with the Muslim consumer's perception (Teng, 2013) .
Research Methodology
The participants for this study are Muslim consumers in Segamat, Johor. A questionnaire was administered using sampling method for the data collection. The respondents comprise of Muslim's consumers aged 25-40 years old from Segamat, Johor. Questionnaires have been distributed to 120 Muslims consumer who living in Segamat. The questionnaire that has been used for this research is divided into two (2) sections, which consists of 26 questions. The questionnaire used a 7-point Likert scale indicating strongly agree, agree, neutral, disagree and strongly disagree. Correlation and regression analyses were used to explain the findings.
Theoretical Framework
A host of researchers have provided varying definitions of theoretical framework. A theoretical framework is a conceptual model of how one theorizes or makes logical sense of the relationships among several factors that have been identified as important to the problem. In essence, it attempts to integrate key pieces of information especially variables in a logical manner, and thereby conceptualizes a problem that can be tested. Theoretical framework visually tells the big picture (research) of the study identifies literature review categories and directs research objectives. Figure 1 illustrates the theoretical framework of the study. 
Profile of Respondents
The characteristics of respondents consisting of gender, age, education level, occupation, and monthly household income. The characteristic of respondents by gender of respondents was largely dominated by female, amounting to 58.3%. The characteristics of respondents by age of respondents was largely dominated by the age group between 25-40 years old, amounting to 50.0% and then the age less than 25 years old, amounting to 39.2%.
The characteristic of respondents by education level of respondents was largely dominated by Bachelor's Degree, amounting to 50.0%. The characteristic of respondents by occupation of respondents was largely dominated by students amounting to 45.8%. For the respondents that work as an educator at college or university was amounting to 39.2%. The characteristics of respondents by monthly household income of respondents was largely dominated by the respondents that have income below RM1 000 amounting to 59.2%.
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Correlational Analysis
Correlation analysis is to measure the degree of which the two variables are linearly correlated. Table 1 shows the correlation matrix between Attitude toward halal food production and the four factors; Safety (SFTY), Religious value (REL), Health (HEA) and exclusively (EXC). The value indicate that there is strong positive correlation between attitude toward halal food production and Exclusively (EXC) and Attitude (ATT) with value of 0.409 and 0.397 respectively (+0.30 < r < +1.00). It also demonstrate that there is weak positive correlation between attitude toward halal food production and Religious value (REL) with value 0.078 (0 < r < +0.08). Besides, the table also shows the negative relationship between attitude toward halal food production and Health (HEA) with value -0.043 (-0 < r < -0.05). From the p-value (p < 0.01), it shows that exclusivity and Attitude variable is significant except Religious value and Health. Therefore the results of the correlation analysis show that there is strong and positive correlation between religious value and attitude toward halal food production. According to Benny and Feldman (1985) , a rule of thumb states that any correlation exceeding a value of 0.8 (very strong correlation) between independent variables is likely to result in multicollinearity in the data. Results of correlational analysis in this study revealed that multicollinearity was unlikely to affect the interpretation of the regression model as the absolute values of the correlation coefficients (ranging from -0.043 to 0.409) are lower than the acceptable cut-off value of 0.8. 
Regression Analysis
Safety, religious value, health and exclusivity perception are the independent variable to enter regression equation. The values of R Square and Adjusted R Square for this model were 0.905 and 0.901 respectively. Multiple R is the correlation coefficient for the simple regression of the independent variable (safety, religious value, health, exclusivity) and the dependent variable (attitude). Whereby, F value as 272.363 and significant at Sig. 0.000.
The results of multiple regressions in this study indicated that the independent variables, perception of exclusivity is found to be significant. The table 2 also demonstrated that the exclusivity (EXC) coefficient is 0.947. It means that a unit increase in perception of exclusivity will increase by 0.947 units. The p-value shows that the exclusivity is significant to the attitude towards halal food production (p > 0.05, sig = 0.000). 
Conclusion and Recommendations
In a nutshell, some analysis based on the information collected from 120 respondents at Segamat. Some analysis such as normality test, reliability test, descriptive analysis, correlation analysis and multiple regression analysis were performed to obtain the result in this study. The study found that there are four factors that influence of Muslim consumer's perception toward halal food product on attitude at retail stores. The four factors are Safety, Religious value, Health and Exclusivity. There are two independent variables have positive correlation with the dependent variable. Its means, the two independent variables (perception of religious value and perception of exclusivity) have positive relation between Muslim consumer's attitudes towards halal food products in its POP displays. Based on regression analysis, it indicates that most of the respondents agree on the segregation of halal food products from non-halal food products at the retail stores that can avoid mistakes in purchases made by Muslim consumers. Also, through exclusivity it could avoid direct contact with haram products and could overcome the risk of contamination besides ensure the perception of the Muslim consumer that expectations of halal products are consistent with the expectation of the Muslim consumers. The study implicates that retail stores should get supplier that have Halal certificate from JAKIM or recognized by Islamic Body. Other than that, the retailer should publish more halal food products on its POP displays to attract more Muslim consumer to purchase the food product. 
EXCLUSIVITY (EXC)
EXC1
Halal food product at retail stores must obtain an exclusive treatment and its existence must be segregated from non-halal products.
1 2 3 4 5 6 7
EXC2
The segregation of halal food product from non-halal food product at retail stores could avoid mistakes in purchases made by Muslim consumers. 1 2 3 4 5 6 7
EXC3
The segregation of halal food product from non-halal food product at retail stores could avoid direct contact with haram products. 1 2 3 4 5 6 7
EXC4
The segregation of halal food product from non-halal food product at retail stores could overcome the risks of contamination.
EXC5
The segregation of halal food product from non-halal food products at retail stores could ensure the perception of the Muslim consumer that expectations of halal products are consistent with the expectations of the Muslim consumer. 
1
